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INTRODUCTION 
Mrs. Olson spoke of the benefits of mountain grown Folgers coffee for 
years. Mr. Goodwrench touts his autocare services. These spokespeople were 
not chosen by chance. They were deliberate results of careful research and 
were chosen because of their credibility and role portrayals in promoting the 
product to the target audience. Over the years, as more products have come 
into the marketplace through more distribution points and promoted 
through more media channels, the research of overall advertising 
effectiveness has become more commonplace (Schultz, Martin & Brown, 
1984). 
Advertising is about appearances. But it is also about gender. Gender 
conditions a response to what is seen which in turn adds to the decision of 
what to buy. /I Advertising is gendered in that much of it addresses our 
physical sense of self, our knowledge of the world gained through our bodies. 
It addresses our need to articulate our social identities through our physical 
appearances" (Barthel, 1988). Communication practitioners appear to share 
the belief that a communicator's attributes of character have a significant 
impact on the persuasiveness of an appeal (Dholakai & Sternthal, 1977). 
Advertising is also about rationality and irrationality that exist in and 
between genders. It is about being in control and out of control. These are 
gender modes rather than the definition of discrete male and female attitudes 
and behaviors (Barthel, 1988). 
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/I Advertisements depict for us not necessarily how we actually behave as 
men and women but how we think men and women behave. This 
orientation accomplishes the task a society has of maintaining an essential 
order, an undisturbed ongoingness, rega,rdless of the actual experience of its 
participants" (Goffman,1979). Men and women take their cues about "gender 
behavior" from the image of the behavior that advertising throws back at 
them, and they contrive to become the "people" in those ads (Goffman, 1979). 
The source's role in communication effectiveness has been given many 
different names: ethos, prestige, image and source credibility. Whatever the 
name, the research shows that an individual's acceptance of information and 
ideas is based in part on "who said it" or "who represents what is said" (Berlo, 
Lemert & Mertz, 1969). 
Spokespeople are chosen to represent products. It is clear that advertisers 
often "gender" their brands and ordinarily do so through the use of sex-
stereotypical messages and portrayals (Alreck, Settle & Belch, 1982). And 
while ads appear to be photographing male and female human beings, what 
they accurately are photographing is a depiction of masculinity and 
femininity that is fitted or matched in such a way as to make it function 
socially (Barthel, 1988). 
Studies of gender effects in advertisements emerged in the early 1970s. 
The majority of these studies focused on women, the effects they have in 
advertising, and how the roles they portray as spokespeople evolved. 
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Historically, women's roles in advertising have evolved and expanded. In 
the 1920s the gender role division was between production (male) and 
consumption (female) (Barthel, 1988). In the 1960s and 1970s few print 
advertisements showed women in working roles (Courtney & Lockeretz, 
1971). Advertisements of this era were found to present cliches about 
women: 1) a woman's place is in the home, 2) women do not make important 
decisions or do important things, 3) women are dependant upon and need 
men's protection, and 4) men regard women primarily as sexual objects; they 
are not interested in women as people (Baker & Churchill, 1977; Belkaoui & 
Belkaoui, 1976). Goffman further observed that "in our society the man-it 
would seem-is likely to perform the executive role. He is pictured within 
an occupational frame" (Goffman,1979). Some recent studies indicate that 
traditional gendering of products may be declining with both sexes using 
certain types of goods such as blue jeans and hair dryers (Alreck, Settle & 
Belch, 1982). 
This study will test the effectiveness of a spokesperson in a print 
(magazine) ad according to the gender of that spokesperson and what the 
spokesperson's perceived role portrayal is and whether he/she is credible. 
These two factors will be manipulated by the gender and the education of the 
respondent. The theories developed in the past research serve as a 
foundation for this study. 
This type of study is important to a number of areas. Spokespeople are 
not limited in use to advertising but are also relevant to public relations, 
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marketing, sales promotion and any area that develops a message for 
communication to a targeted audience. As the 1990s evolve, attitudes and 
buying patterns are changing. The way items are being advertised is also 
changing (Alreck, Settle & Belch, 1982). The purposes of this research follow 
the example of Pamela Alreck et al. by measuring the effects of "gendered" 
advertisements on their acceptance by the same and opposite sex (Alreck, 
Settle & Belch, 1982). A second purpose is to assess the perceptions of both 
males and females with prior advertising education/ experience and those 
without prior advertising education/experience and compare the two 
samples. This purpose was added to test for conditioning by education, 
experience, or both. A majority of the previous studies tested students in 
marketing, consumer behavior, and advertising in either beginning or 
advanced levels of study, but none has examined both groups in the same 
study and compared the results. 
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LITERATURE REVIEW 
A large amount of easily accessible data exists for studying the portrayal 
of sexes in print media, and it is therefore not surprising that study of these 
media provided the basis of the earliest examinations of advertising sex 
stereotyping (Courtney & Whipple, 1985). Before the emergence of studies 
pertaining to the effects of role portrayals, stereotypes, and sources, 
researchers were studying and categorizing sources, their credibility, and their 
effects on the audience's opinions. 
Bedo, Lemert, and Mertz (1969) viewed some of the previous literature 
in preparing their lengthy study at Michigan State University to develop a 
credibility scale, which has since been used in a variety of studies throughout 
the field of communication. Hovland et al. provided a base for the study 
when they made a distinction between source credibility and other source-
related variables such as affection, admiration, power, fear, and awe--but 
only "suggested at a relevance of intelligence and sincerity." They concluded 
that persuasion varies positively with credibility, but from their results it was 
not possible to disentangle the effects of trustworthiness and expertise. These 
two main components of credibility both appear to be important factors 
(Hovland, Janis & Kelly, 1953). The Berlo et al. study involved residents of 
Lansing, Michigan, who were asked about people and organizations that they 
regarded as credible and not credible. This list was developed into another list 
that generated responses from positive through neutral to negative. The 
sources represented 1) public sources with a context being provided, 2) public 
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sources in a relevant context, 3) public sources not in a relevant context, and 
4) interpersonal sources-individuals known personally by each respondent. 
Eighteen sources were selected to cover all four categories. These sources 
were then shown to 91 Michigan State University students who evaluated 
them with 83 polar adjectival pairs scales. From the results, a four-factor 
solution-safety, qualification, dynamism, and sociability-of perceived 
expertness and perceived trustworthiness was derived, categorizing the 83 
scales. They concluded that the more credibility the communicator was 
perceived to have, the more likely the receiver was to accept the transmitted 
information (Berlo, Lemert & Mertz, 1969). 
In a later study Jacobson (1969) pointed out that a number of researchers 
had failed to obtain measurements of credibility at critical phases of their 
studies. Measurements had often been primitive and most studies had 
assumed one source to have higher credibility than another or simply had 
defined the term operationally by asking subjects to rate sources on a single 
item such as trustworthiness or expertise (Jacobson, 1969). In his study, 
Jacobson conceptualized credibility as a relational rather than a property term, 
and conceived it as part of a broader judgement of the source and 
operationalized it in terms of receiver perceptions. Jacobson also explained 
there was a need to distinguish between the credibility of a single source (an 
individual) and the mass media. His study included 627 Wisconsin adults 
who completed questionnaires designed to measure the believability and 
credibility of media as news sources. His study produced an index consisting 
of 20 scales divided into four factors similar to those of Berlo, Lemert and 
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Mertz (1969). Jacobson's factors were divided into two credibility dimensions, 
authenticity and objectivity, and two noncredibility dimensions, dynamism 
and respite. He concluded that cognitive aspects of information processing 
are of considerable significance in the study of communication effects because 
individual filtering mechanisms may prevent the receiver from obtaining an 
unbiased sample of the message (Jacobson, 1969). 
Hovland and Weiss (1951) looked at only one component of credibility-
trustworthiness-to study the effects of identical communication 
information by different communicators and the relative effects on opinion 
measured without any reference to the position taken by the communicator. 
Hovland noted, "This research setting may be a close approximation of real-
life situations to which the research results are to be applied./I Their study 
tested differences in the retention and acquisition of identical 
communications when presented by "trustworthy" and "untrustworthy" 
sources. Because of the possibility of specific factors affecting the relationship 
between communicator and content on a single topic, four different topics 
were used. For each topic, two alternative versions were prepared. They 
found that neither the acquisition (amount of information gained) nor the 
retention of information appeared to be affected by the trustworthiness of the 
source, but changes in opinion were significantly related to the 
trustworthiness of the sources used in communication. There was a large 
difference in extent of agreement with trustworthy and untrustworthy 
sources immediately after the communication, but the extent of agreement 
with the two types of sources was almost identical four weeks later. This 
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showed that acquisition of the communication was related to credibility but 
retention (recall) is not affected by it (Hovland & Weiss, 1951). 
A study by Courtney and Lockeretz (1971) was the first of a series of 
analyses of women's roles and gender images that followed a content analysis 
approach. These traditional studies set out to define and categorize roles of 
women as they were portrayed in magazine ads (Courtney & Whipple, 1985). 
Courtney and Lockeretz analyzed seven magazines from 1970 that were 
directed toward both male and female readers. They made a record of 729 
advertisements and coded them in one or more categories including product 
type, the number and sexes of all adults, and their occupations or activities. 
The analysis concentrated on 312 ads showing one or more adults. More men 
(397) than women (278) were pictured in the ads. These ads from the 1970s 
rarely showed women in working roles. Not a single woman was shown as a 
professional or high-level business executive. Only 9% of the women were 
portrayed in working roles, compared to 45% for men. In the magazines 
surveyed, the advertisements were not considered to be depreciatory of 
women, because the ads seemed to reflect the world as it was--the average 
executive in 1970 was male. However, the advertisements as a whole did fail 
to show the true range of women's roles within society. 
The total picture presented by the study reflected some cliches about 
women's roles, such as a women's place is in the home, a woman needs a 
man to be important, and women don't do important things, that are 
considered by feminists to be highly unflattering. Courtney and Lockeretz 
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recommended that advertisers as a group should be alert to the growing 
desire of many women that they be portrayed in their varied life roles 
(Courtney & Lockeretz, 1971). It was shown that women are more critical of 
female stereotypes than men are of male stereotypical characteristics 
(Courtney & Whipple, 1985). 
Role portrayals of a spokesperson should relate to the audience by 
making the product advertised appear most desirable. Wortzel and Frisbie 
(1974) tested this concept by asking subjects to design print ads by matching 
pictures of products with pictures of women. Two portfolios were designed. 
A series of print advertisements was reviewed for specific products prior to 
their inclusion in the experimental product portfolio. The second portfolio of 
women's pictures depicted women in each of five roles-neutral, family, 
career, sex object, and fashion object. The two portfolios were presented to a 
convenience sample of 100 women ages 21 to 35. The women who 
participated in the experiment chose their preferred role-background on the 
basis of the specific product category with which they were confronted. 
Generalizations by the researchers from the data obtained about role portrayal 
could not be made across product lines. Wortzel and Frisbie concluded that 
the women they studied preferred the role portrayals they chose because 
advertising (not to mention other facets of society) had socialized women to 
expect and accept traditional role portrayals in ads (Wortzel & Frisbie, 1974). 
Many of the research efforts in determining stereotyping in advertising 
have been based on assumption of cause and effect relationships between 
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mass media and society (Belkaoui & Belkaoui, 1976). Traditionally, 
advertisers aimed their messages at any housewife, aged eighteen to forty-
nine, assuming that these women wanted to prove themselves competent 
housewives, to get the housework done faster than the neighbor, and to 
persuade people around her that she was not taking shortcuts in performing 
the household chores. The other picture of the buying female was any girl, 
aged eighteen to twenty-five, whose primary motivation was to find a man 
and get married (Courtney & Whipple, 1985). A follow-up study to Courtney 
and Lockeretz's 1970 study by Belkaoui and Belkaoui (1976) showed an 
improvement by 1972 in the number of working women portrayed, but no 
improvement in the number of women shown operating independently 
from men when purchasing big ticket items such as cars or major appliances, 
or participating in institutional transactions with banks, industries, or mass 
media. They reiterated that few print advertisements showed women in 
working roles and presented the following cliches about women's roles: 1) a 
woman's place is in the home, 2) women do not make important decisions, 3) 
women are dependent and need men's protection, and 4) men regard women 
primarily as sexual objects; they are not interested in women as people (Baker 
& Churchill, 1977; Belkaoui & Belkaoui, 1976). 
A sample of ads from 1958 was also collected, and the test results were 
compared with the findings from the 1970 and 1972 studies. In the 
comparison of ads from all three years it was found that some standards of 
expected behavior prevalent in 1958 still existed as stereotypes into the 1970s. 
The results also suggested that advertisements had not kept up with the times 
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in portraying women in the wide variety of roles they played in the world 
(Belkaoui & Belkaoui, 1976). 
Communication practitioners appear to share the belief that a 
communicator's attributes of character (specifically the credibility attributes of 
trustworthiness and expertise) have a significant impact on the effects of an 
appeal. Characteristic of research dealing with persuasive effects of source 
credibility is the determination of attitude change induced by systematic 
manipulation of one or more of the dimensions of credibility-
trustworthiness, expertise, and attractiveness. Using this paradigm, Dholakai 
and Stemthal (1977) found that highly trustworthy and/or expert sources 
induced more immediate attitude change than sources having lesser 
amounts of these attributes. In their study, 110 participants were given 
material to read and were randomly assigned to experimental treatments so 
that half received a message attributed to a highly credible source while the 
other half received a message attributed to a less credible source. When 
individuals had only one source and message cue on which to make an 
attitudinal judgement, the effect of source credibility was not significant. On 
the other hand, when people had their own behavioral response as well as 
source and message cues as a basis for assessing their attitudes, the low 
credibility source was significantly more persuasive than the highly credible 
communicator. From this study Dholakai and Sternthal reported that highly 
credible communicators induced about the same amount of attitude change 
as low credibility communicators when 1) the message presented was 
incongruous with the sources' best interest, or the sources' justified the 
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position advocated with arguments that were unfamiliar to message 
recipients; 2) the audience was highly authoritarian, was highly involved in 
the communication issue, or had an internal focus of control; 3) the situation 
was threatening; and/or 4) the time delay between the presentation of the 
communication and the administration of the test was relatively long. Thus, 
highly credible sources were more persuasive than ones of low credibility. 
The findings of this study suggest the need for caution in deciding 
whether or not to pursue strategies to enhance source credibility. If the 
strategy is to influence behavior by inducing a positive change in attitudinal 
precursors, it is appropriate to consider strategies for enhancing source 
credibility. However, if the objective is to induce behavior directly (e.g., 
product trial), advocacy by a highly credible source is likely to undermine the 
acquisition of a positive attitude toward performing the behavior (Dholakai & 
Sternthal, 1977). 
Erving Goffman's (1979) pictorial pattern analysis of ads has been 
described as the most complete study of visual imagery in U.S. 
advertisements (Courtney & Whipple, 1985). He analyzed more than 500 ads 
from newspapers and popular magazines, and prescribed that advertisements 
do not depict how men and women actually behave but are a representation 
of the way they think they behave. From this study that included a look at 
such details as the use of hands, facial expressions, and relative size of the 
people, Goffman concluded that advertisers do not create the ritualized 
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portrayals they employ, but rather conventionalize what already exists in U.s. 
society. 
He showed that when looking at the presentation of gender in 
advertisements, attention should be directed not merely at uncovering 
advertisers' stereotypes concerning the differences between the sexes, nor only 
examining these stereotypes for what they might tell us about the gender 
patterns prevalent in society. Rather, attention should be given to those who 
compose pictures and can choreograph the materials available in social 
situations in order to achieve their end, namely the presentation of a scene 
whose meaning can be read in a flash. 
He also pointed out that whatever point a print advertiser wants to 
make about a product, the advertiser must suffer the constraints of the 
medium. A communication in a magazine or newspaper is limited to the 
use of type and still photographs. Although the textural material outside the 
picture brackets will provide a reading of "what is happening," the picture 
itself is designed to tell the story without textural assistance (GoHman, 1979). 
By 1979, a number of content analyses had revealed the stereotypes of 
women and men in magazine advertisements, but little empirical evidence 
existed regarding consumer attitudes toward role portrayal in advertising. 
Lundstrom and Sciglimpaglia (1979) set out to study the attitudes of men and 
women toward sex role portrayals in advertising. Their sample included 800 
men and women from the Denver and Dallas areas who were surveyed by 
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mail on their advertising opinions. Based on t-tests of mean responses, 
attitudes of men and women were significantly different for six of twelve role 
portrayal statements. Women, more than men, found advertising to: 1) 
suggest that they don't do important things, 2) portray women offensively, 
and 3) suggest that their place is in the home. Women felt that they were 
more sensitive to their role portrayals than they had been in the past. 
Women were less prone to agree that ads show men as they really are. Men 
believed more than women that advertising treats women like sex objects 
(Lundstrom & Sciglimpaglia, 1979). Courtney and Whipple (1985) added that 
studies have assumed that if women are shown buying cars or major 
household appliances, they can be thought of as responsible decision makers; 
if they are shown buying only cosmetics and household cleaning products, 
their decision-making capabilities are applied only to trivialities (Courtney & 
Whipple, 1985). 
From this study it was concluded that role portrayal is a problem in that 
there have been some increases in occurrence of work-related roles for 
women but the occupational situations tend still to be very stereotypical in 
nature (Lundstrom & Sciglimpaglia, 1979). 
Generally, advertising can present a product to a consumer both visually 
and verbally. But, little is known about the extent to which this visual 
context is instrumental, relative to the verbal message, in increasing product 
evaluation and persuading the consumer to buy. Visual factors affect 
recognition and recall of the ad itself, but there is no evidence as to whether 
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visual factors actually affect the consumer's attitude toward the product 
(Rossiter & Percy, 1980). 
Rossiter and Percy (1980) developed a theory in which visual content was 
considered to be potentially as effective as verbal content in creating a 
favorable product attitude and persuading the consumer to purchase the 
product. Their "dualloop" theory proposed that both visual and verbal 
advertising content could influence attitude through the verbal belief process 
(verbal loop) and the visual imagery process (visual loop). High visual 
emphasis (large picture relative to the ad as a whole, as opposed to a small 
picture) should encourage the visual loop process, with visual imagery 
influencing product attitude. Strong verbal emphasis (explicit belief claims as 
opposed to vague ones) should encourage the verbal loop process, with verbal 
beliefs influencing product attitude. By combining high and low visual 
emphasis with explicit and implicit verbal claims, Rossiter and Percy set out 
to obtain an ordering of product attitude in which the high visual-explicit 
verbal claims combination was most effective and the low visual-implicit 
verbal claims combination was least effective. Eighty-eight adults (44 men 
and 44 women) in a mall intercept setting were shown print advertisements 
for beer. Four different ads were prepared and were varied in terms of 1) high 
visual versus low visual emphasis and 2) explicit versus implicit belief 
claims. 
The results were exactly as predicted in that the ads with high visual 
emphasis-explicit verbal claims produced a high mean product attitude rating 
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of 5.95 and the ads with low visual emphasis-implicit verbal claims produced 
a mean product attitude rating of 2.07. The results provided strong support 
for the visual loop theory, and they showed that visual content in advertising 
was just as capable of increasing the consumer's product attitude as was verbal 
content (Rossiter & Percy, 1980). 
In a study in 1982, Alreck, Settle, and Belch measured the effects of 
II gendering" brands in ads on their acceptance by the same and opposite sex. 
They controlled for differences in exposure to already existing gendered ads by 
creating a pair of ads for fictitious brands of soap. Soap was selected because 
of its use in about equal proportions by both sexes. The brand name "Tiger" 
was given to the masculine soap while "Rainbow" was given to the feminine 
brand. Respondents were presented with radio copy. The ads were equal in 
length and prepared by a professional radio advertising copywriter. 
Respondents rated each brand on a set of 10 semantic differential scales. They 
were also asked two trial and use questions. The data collected from the 
respondents indicated that the two brands of soap, "Tiger" and "Rainbow," 
were very clearly viewed as being masculine and feminine, respectively. The 
images also varied significantly according to the sex of the respondent. 
It has long been assumed by advertisers that women will accept brands 
with a masculine identity more readily that men will accept brands with a 
feminine image, but, until the study done by Alreck, Settle, and Belch, no 
empirical evidence existed to support this theory. The study provided some 
indications: 1) Women do prefer feminine brands, 2) women are somewhat 
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accepting of masculine brands, 3) men highlight the distinctions in gender 
symbols, 4) men prefer masculine brands, and 5) men do not readily accept 
feminine brands. Another researcher claimed that men are reluctant to use a 
product targeted at women (Barthel, 1988). Alreck, Settle, and Belch regarded 
these findings as only a beginning in the development of more complete 
understanding of product spokespeople and gendered brands (Alreck, Settle & 
Belch, 1982). 
An article in the New York Times by Sandra Salmans (1982) 
concentrated on cliches in advertising through an interview with Rena 
Bartos, then a vice president and director of communications development at 
the J. Walter Thompson Company. Bartos agreed with Courtney and 
Lockeretz (1971) and Belkaoui and Belkaoui (1976) and their definitions of 
stereotypes but added that the stereotypical career-minded superwoman who 
appears increasingly in advertisements is not so common in real-life. This 
represents a new set of cliches that is just as irritating as the old stereotypes. 
Among Bartos' research is one study that shows the popularity of ads among 
all types of women that present men in domestic roles rather than the usual 
office or factory stereotypes (Salmans, 1982). 
Much research has been devoted to determining the roles and 
stereotypes of women, but not much consideration has been given to men 
and their roles. One area of study that includes both men and women is the 
dual-earner household. Dual-earner families have been shown to buy more 
goods and services than do single-earner families, and dual-earner couples 
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are more willing to spend money on quality leisure and entertainment 
activities. This type of study has significance to marketers of men in that men 
are taking on a variety of nontraditional roles (Courtney & Whipple, 1985). 
A Benton and Bowles (1980) survey of 452 married men found that 32% 
of men do food shopping, 47% cook for the family, 29% do the laundry, and 
80% care for children younger than twelve. This study indicated that 
products traditionally targeted at women may have a broader audience (Men's 
changing role in the 80's, 1980). Although behavior is changing, as of 1985 
many men still held traditional attitudes (Courtney & Whipple, 1985). 
Social adoption theory implies that the adaptive significance of 
information will determine its impact. Information based on importance 
may be processed, but the influence may be based on usefulness for adoption. 
If at some point the perceiver decides that a particular source of information 
has ceased to facilitate adoption, he/she will proceed to a new source of 
information. For readers of a magazine advertisement, this point may be 
reached quite quickly (Kahle & Homer, 1985). 
Kahle and Homer (1985) used this theory as a basis for their study of 
source credibility of an attractive celebrity endorser in an advertisement. 
They sampled 200 men and women who looked at booklets of twelve 
magazine advertisements (the independent measure)-eleven real 
advertisements and one bogus advertisement-and then answered a set of 
questions in another booklet about the advertisements they viewed. 
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Attractiveness, likability, and involvement were manipulated as the 
independent variables. Participants were asked to recall products and brands 
they had seen in the first booklet and then asked to recognize the brands in 
the second booklet. After answering questions about the legitimate 
advertisements, participants were asked questions about the bogus ads. 
Kahle and Homer found that with low-involvement products, many 
consumers only glance at an ad for a second or two. When social adaption 
theory is true, the information obtained in that instant is the only 
information to have an impact. Kahle and Homer found that the name of 
the product and the visual impression of the source were all the information 
conveyed. The arguments in the copy, whether strong or weak, did not 
influence the consumer (Kahle & Homer, 1985). 
The match-up hypothesis of celebrity selection (Forkan, 1980) fits well 
with social adoption theory. In the match-up hypothesis, the message 
conveyed by the image of the spokesperson and the message about the 
product ought to converge in effective advertisements. It also implies that 
visual imagery conveys information over and above the information 
contained in explicit verbal arguments (Forkan, 1980). 
Advertisers have been charged with portraying women in narrow, out of 
date, and disparaging roles. This includes criticisms that working women are 
underrepresented, that women are presented as sexual objects or inept 
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housewives, and that women are portrayed as seeking approval from men 
(Leigh, Rethans & Whitney, 1987). 
Consumer surveys have consistently reported that younger, more highly 
educated, and modern women are more critical of women's role portrayals in 
ads (Belkaoui & Belkaoui, 1976; Leigh, Rethans & Whitney, 1987). Other 
studies provide evidence that the recognition of sex stereotypes depends upon 
role orientation (Courtney & Whipple, 1985). Role portrayal has been found 
to affect recall of major selling points, willingness to consider the products, 
and perceptions of the ad's effectiveness and appeal. But these earlier studies 
of role portrayal were not consistent in their results and/ or recommendations 
due to differences in methods (Courtney & Whipple, 1985). 
Advertisers have been criticized for not responding to complaints about 
the way the sexes are portrayed in advertisements. Courtney and Whipple 
(1985) did a consumer preference study among respondents with advertising 
expertise to determine if the role preferences of ad agency personnel and their 
clients were different from those of consumers. Sixty-eight advertisers were 
interviewed on their opinions of six advertisements that were rated by female 
respondents in the same experiment at an earlier date for role portrayal 
attitudes. While the sex role depicted (traditional women versus modern 
women) did not seem to affect consumer recall of the major selling points in 
the original test ads, it did affect the professionals' responses. They recalled 
the more liberated test ads better than the traditional versions. The 
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advertising professionals also preferred to describe the liberal ads as 
progressive (Courtney & Whipple, 1985). 
The cognitive response perspective states that spontaneous thoughts of 
the audience to an ad influence the audience's attitude toward the ad and the 
product according to Leigh, Rethans, and Whitney (1987). This provided 
them with an experimental framework for their study of role portrayal and 
role orientation in advertisements. For role portrayals, the cognitive 
response model suggests that role portrayals will affect advertising 
effectiveness to the degree that they cause role-related thoughts to be 
generated. Cognitive responses generated by an advertisement can be 
expected to mediate message acceptance and attitude formation. The 
cognitive response approach allowed them to investigate the specific 
thoughts generated by women as they looked at alternative role portrayals. 
The study allowed them to get a clearer picture of how the thoughts of 
traditional and modern women differ as they viewed the same ad. 
Their experiment used ads in story-board form for a frozen food entree. 
Two storyboards that were livery traditional" and livery modern" were used 
as the stimuli to test for perceptions of role portrayal. Role orientation was 
assessed with the use of a 19-item scale. From over 150 volunteers, 45 
extremely traditional and 45 extremely modern women were invited to 
participate in the study. The storyboards were used to test these women for 
attitude toward the advertisement, the role model (or source), the brand, and 
the act of buying the brand. Cognitive responses were collected for each 
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subject, as the first measure after exposure to the storyboard, by asking the 
respondents to list whatever thoughts, ideas, or reactions they had while 
viewing the advertisement. 
Leigh, Rethans, and Whitney found that attitudes toward the ad were 
favorable when role portrayal was consistent with role orientation. Women's 
role portrayals were found to strongly influence advertising effectiveness, 
especially when the target audience was considered. Consistency between an 
ad's role portrayal and the audience's role orientation generated more 
favorable attitudes toward the ad and the spokesperson. Conversely, 
inconsistency between these two factors generated less favorable attitudes 
Leigh, Rethans & Whitney, 1987). 
After consideration of the literature, some questions regarding the effects 
of a spokesperson are still left unanswered or unclear. Although many 
studies indirectly address the research question of this study, none have 
looked at the entire question as it is stated here. 
Five primary hypotheses to consider for this study are: 
1) Men and women find a male spokesperson more credible than a female 
spokesperson for financial institutions and alcoholic beverages. These 
products were described in the literature as traditionally male products with 
male spokespeople. 
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2) Men and women find a female spokesperson more credible than a male 
spokesperson for hygiene products. These products were described in the 
literature as traditionally female products with female spokespeople. 
3) Men find ads portray them as making important decisions, doing 
important things, being executives, and being portrayed accurately. 
4) Women do not believe that ads portray them making important 
decisions, doing important things, or being portrayed accurately, and they do 
believe that ads portray them as belonging in the home. Hypotheses three 
and four were taken from and supported by a number of previous studies that 
specifically studied gender roles in magazine advertisements. These studies, 
conducted from 1971 to 1985, discovered the attitudes and roles toward 
spokespeople in print ads that are stated in the above hypotheses. The 
attitudes and opinions did not change over the fourteen years in which these 
studies were conducted, and it is expected that they have not changed since. 
5) Students with more education/experience in advertising have less 
traditional attitudes toward the role of spokespeople, and students with less 
education/ experience have more traditional attitudes toward spokespeople. 
This hypothesis assumes that education and experience have conditioned the 
respondent to look at advertisements differently than someone with no 
training in reference to the research and design of advertising campaigns. 
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METHODOLOGY 
The gender effectiveness of the spokesperson in a print ad was tested in 
terms of credibility and role portrayal. The independent variables were 
education/ experience and gender of the respondent. Source credibility is 
significant to communications research because the impact of 
communication has long been assumed to depend considerably upon the 
source (Jacobson, 1969). Research has indicated that the more credibility the 
communicator is perceived to have, the more likely the receiver is to accept 
the transmitted information (Berlo, Lemert & Mertz, 1969). 
In the past, credibility has been assumed to be unidimensional, 
dichotomous, and specifiable in terms of objective characteristics of the 
source. This early definition implied that the variable is a static attribute of a 
source rather than a receiver evaluation which is subject to change (Jacobson, 
1969; Berlo, Lemert & Mertz, 1969). For this study, credibility is defined as a 
relational term of judgement toward the source in terms of receiver 
perceptions (Greenberg, 1965; Jacobson, 1969). Role portrayal is defined as the 
characterization of the spokesperson relative to his or her position to the 
product and to other characters (Leigh, Rethans & Whitney, 1987). Gender is 
defined as the culturally established correlates of gender whether in 
consequences of biology or learning. Gender display refers to the 
conventionalized portrayals of the correlates (Goffman, 1979). 
Education/ experience is defined as the number of classes in journalism and 
marketing taken by the respondent and the number of years of advertising, 
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marketing, or public relations experience of the respondent. This category 
was divided into three levels of experience. They include 1) no 
education/experience or one class, 2) two or three classes, and 3) four or more 
classes. There were only two respondents that had only had one class but 
some years of professional experience. Because both had more than five years 
experience in the advertising and public relations fields, they were categorized 
with group three. 
The study was undertaken in the form of a survey. The thirty-four 
question survey contained statements regarding perceived credibility and 
perceived role portrayal of male and female spokespeople in magazine 
advertisements of products from three product categories. The product 
categories were financial institutions, hygiene products, and alcoholic 
beverages. These product categories were chosen because they represent 
products that are used by both sexes and appear frequently in the magazine 
advertising pages of general audience magazines (Sexton & Haberman, 1974). 
The questionnaire was supplemented by copies of magazine advertisements 
of these products. Photo copies were used instead of the actual 
advertisements to control for color and size of the ad. Some of the ads were 
full page ads while some were half-page or quarter page size. The smaller ads 
were cut out, pasted on another sheet of paper, and copied. Each product 
category and each gender were represented with two ads for each product and 
each gender with one exception, for a total of eleven ads. (See the Appendix.) 
There were only three ads representing hygiene products instead of four. 
This was due to the lack of male representation in advertisements for hygiene 
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products such as toothpaste and contact lens solution. Because of the 
possibility of specific factors affecting the relationship between communicator 
and context for a single topic (in this case, product), three topics (products) 
were used with more than one version for each product (Hovland & Weiss, 
1951). The only fundamental difference between the two ads was the gender 
of the spokesperson. Existing ads from magazines were used because of time 
constraints, money constraints, and the authenticity of the existing ads versus 
ads that were created specifically for the study by a nonprofessional. (See 
Figure 1 for a graphical representation of the research design.) 
Financial Institutions Alcoholic Beverages Hygiene Products 
/ 
/ / 
\ / / 
....... , ',- \ / // 
.............. :::- ............. ", \ / / ~~~~~~~----~ 
Male 
respondent 
Education/ experience 
level 
Female 
respondent 
Education/ experience 
level 
Figure 1. Graphical representation of the research design 
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Role portrayal and credibility were manipulated by the gender of the 
respondent and the education/ experience of the respondent. Credibility was 
measured in terms of trustworthiness and believability. Examples of 
credibility statements were, "I find a male spokesperson more trustworthy 
than a female spokesperson in representing ~ financial institution" and "I 
find a female more believable than a male spokesperson in representing 
hygiene products." Role portrayal statements were taken from a 1974 study by 
Lundstrom and Sciglimpaglia. Some were taken directly from their study and 
supplemented with statements developed for this study. Role portrayal was 
measured through responses to traditional and non-traditional statements 
regarding perceived role portrayals of each gender in the print ads. Each item 
appeared in statement form, and respondents were asked to rate each item on 
a five-point Likert scale. The instrument contained both positive and 
negative statements in order to avoid bias (Churchill, 1988). A copy of the 
questionnaire appears in the Appendix. 
The questionnaires were administered to students of four journalism 
and mass communication classes. Prior to application of the survey, the 
Human Subjects Review Committee reviewed and approved the study. The 
classes were Mass Media and Society, Advertising Media Concepts, 
Institutional Public Relations, and Advertising Campaigns. The original 
intent was to split the sample so that one half would include freshman and 
sophomore students with little or no education/experience, and the other 
half would include juniors and seniors with some or much 
education/ experience. After data collection, the sample did not split evenly 
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into two categories, thus the creation of three categories as mentioned earlier. 
Although the sample was fairly evenly distributed among the classifications, 
the education/ experience was not distributed so that freshmen and 
sophomores were in the lower level. The little or no education/experience 
category included freshmen, sophomores, juniors and seniors, and although 
membership was made up primarily of juniors and seniors, there were a 
number of sophomores and one freshman in the four or more classes 
category. 
Before the questionnaire was given to the subjects, it was tested on a 
convenience sample of twenty people. The respondents for the pre-test 
included members of all four undergraduate classifications. People from this 
group were used to get an idea of how the sample would respond. Several 
questions were revised before the final questionnaire was prepared. 
The data were collected during the week of March 5 through 9, 1990, 
from a total of 251 subjects from the four previously mentioned classes. 
There was a possible sample size of 325, but due to people missing class the 
sample was reduced. The respondents were self selected for this convenience 
sample. The convenience sample was used to keep the project workable and 
affordable. Since the sample was not random, it does not have external 
validity toward some larger population other than that of journalism 
students. It can, however, serve as a preliminary study for further testing of a 
representative sample of a population. Courtney and Whipple (1985) pointed 
out that a number of important studies have examined stereotypes and 
29 
gender effects in advertising primarily from the visual imagery portrayed in 
magazine advertisements through the use of convenience samples, and they 
usually come to conclusions that are similar to those discovered through the 
more traditional forms of content analysis of Courtney and Lockeretz and 
Belkaoui and Belkaoui (Courtney & Whipple, 1985). 
After the data were collected, each variable was coded. Because some 
statements were positive and some were negative, it was necessary to reverse 
the coding in some cases. For example, many questions were coded 5 for 
strongly agree,4 for agree, 3 for no opinion, 2 for disagree, and 1 for strongly 
disagree. Due to statement wording others were reversed to 5 for strongly 
disagree,4 for disagree, 3 for no opinion, 2 for agree, and 1 for strongly agree. 
They were entered into the computer and analyzed using the Statistical 
Package for the Social Sciences (SPSSX). 
At the beginning of analysis, each statement was treated as a variable and 
crosstabulated with gender. These variables were cross tabulated with the 
experience variable for a total of three cases for each variable or seventy-two 
cases. These individual variables were then collapsed into six variables of 
trust, believability, traditional roles, aggressive roles, male roles, and female 
roles. These were again cross tabulated with gender and then again with 
experience. 
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RESULTS 
The sample of 251 people included 79 males and 172 females. Although 
the sample was not divided proportionally between genders, it was 
proportional when divided between upperclassmen (juniors and seniors) and 
lowerclassmen (freshmen and sophomores) with 129 and 122, respectively. 
Mass Media and Society, an introductory course for students in journalism 
and mass communication that concentrates on the communication process, 
the characteristics of the mass media, and media-related professional 
operations, contributed 127 people to the sample with 107 of them classified as 
underclassmen. Institutional Public Relations, a course for students 
interested in public relations of business and other organizations, which 
concentrates on the tools of the trade and management of change in a 
contemporary society, contributed 74 people, 65 of whom were upperclassmen 
(juniors and seniors) and nine were freshmen. Advertising Media Concepts, 
which teaches concepts of media planning and selection in the development, 
execution, and evaluation of advertising campaigns, added 30 upperclassmen 
and six sophomores, for a total of 36 people. Advertising Campaigns, a course 
that focuses on the development of advertising campaigns and involves 
budgeting, media selection, market analysis, campaign strategy, and creative 
execution, contributed 14 upperclassmen. Experience level one, respondents 
with no previous experience or one class, was made up of members from 
Mass Media and Society and Institutional Public Relations. Experience level 
two, respondents who had two or three classes, contained students from Mass 
Media and Society, Institutional Public Relations, and Advertising Media 
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Concepts. Experience level three, respondents who had four or more classes, 
was made up of individuals from all four classes. When divided between 
genders, experience level one contained 44 males and 76 females. Experience 
level two contained 18 males and 51 females, and experience level three 
contained 17 males and 45 females. Tables 1 and 2 show that the respondents 
were distributed as expected when divided into groups according to their 
experience level and their classification in school. 
In discussing the results of the cross tabulations, it is easiest to refer to 
each hypothesis individually. 1) Men and women find a male spokesperson 
more credible than a female spokesperson for financial institutions and 
alcoholic beverages. 2) Men and women find a female spokesperson more 
credible than a male spokesperson for hygiene products. 3) Men find ads 
portray them as making important decisions, doing important things, being 
executives, and being portrayed accurately. 4) Women do not believe that ads 
portray them making important decisions, doing important things, or being 
portrayed accurately, and they do believe that ads portray them as belonging 
in the home. 5) Students with more education/experience in advertising 
have more liberal (less traditional) attitudes toward the role of spokespeople, 
and students with less education/experience have more traditional 
(stereotypical) attitudes toward spokespeople. 
Hypothesis number one that states men and women find a male 
spokesperson more credible than a female spokesperson for financial 
institutions and alcoholic beverages was not supported by any of the 
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Table 1: Cross tabulation of year in school by the class surveyed 
Year in school 
Count 
Freshman 
SophomorE 
Junior 
Senior 
Column 
total 
Chi-Square 
161.79148 
Statistic 
Class 
Media 
Soc. 
80 
27 
13 
7 
127 
50.6 
Contingency Coefficient 
PR 
9 
28 
37 
74 
29.5 
D.F. 
9 
Value 
.626 
Adv Adv 
Media Camp. 
6 
17 2 
13 12 
36 
14.3 
14 
5.6 
Significance 
.0000 
Number of missing observations = a 
Row total 
80 
31.9 
42 
16.7 
60 
23.9 
69 
27.5 
251 
100.0 
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Table 2: Crosstabulation of experience/ education level by the class surveyed 
Experience/ 
Education level 
Count 
Noprev. 
classes 
2or3 
classes 
4 or more 
classes 
Column 
total 
Chi-Square 
159.09251 
Statistic 
Class 
Media 
Soc. 
104 
20 
3 
127 
50.6 
Contingency Coefficient 
PR 
16 
31 
27 
74 
29.5 
D.F. 
6 
Value 
.623 
Adv. 
Media 
18 
18 
36 
14.3 
Adv. 
Camp. 
14 
14 
5.6 
Significance 
.0000 
Number of missing observations = 0 
Row total 
120 
47.8 
69 
27.5 
62 
27.4 
251 
100.0 
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crosstabulations. Credibility was divided into trustworthiness and 
believability. Although significant tables resulted when three of the 
credibility variables for these products were crosstabulated with the gender 
variable, they showed that 87% (150 of 172 ) of the females and 50% (40 of 79) 
of the males disagreed with the statement, males are more trustworthy than 
females in representing financial institutions (see Table 3). Fifty-two percent 
(41 of 79) of the males sampled agreed while 62% (107 of 172) of the females 
disagreed with the statement, males are more believable than females in 
representing financial institutions (see Table 4). Fifty-eight percent (46 of 79) 
of the males sampled agreed and 56% (96 of 172) of the females sampled 
disagreed that males are more believable than females in representing 
alcoholic beverages (see Table 5). The results for the product categories that 
have been traditionally dominated by male spokespeople contradicted the 
expectations for this study. In fact, 75.3% of the sample disagreed (a 
combination of the disagree and strongly disagree categories) that a male 
spokesperson was more trustworthy than a female spokesperson in 
representing financial institutions (see Table 6), and 51.3% disagreed that a 
male was more believable than a female in representing these products (see 
Table 7). For the alcoholic beverage category, there was no majority of 
opinion, where 45.1 % of the respondents disagreed that males were more 
trustworthy in representing alcoholic beverages, 35.7% agreed that they were 
more trustworthy, and 19.5% had no opinion (see Table 8). After 
cross tabulation of the variable statement that males were more trustworthy 
in representing alcoholic beverages with the gender variable, the sample was 
almost evenly divided between agreement and disagreement. 
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Table 3: Cross tabulation of "males are more trustworthy for financial institu-
tions" variable by sex variable 
Count 
r Low 
Males more 
trustworthy fo 
financial institut ions 
No Opinion 
High 
Column 
total 
Chi-Square 
40.80846 
Statistic 
Sex 
Male 
40 
23 
16 
79 
31.5 
Contingency Coefficient 
Female 
150 
16 
6 
172 
68.5 
D.F. 
3 
Value 
.374 
Number of missing observations = 0 
Low = Strongly disagree and disagree 
High = Strongly agree and agree 
Row total 
190 
75.7 
39 
15.5 
22 
8.8 
251 
100.0 
Significance 
.0000 
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Table 4: Cross tabulation of "males are more believable for financial institutions" 
variable by sex variable 
Males are more 
believable for 
financial 
institutions 
Count 
Low 
No Opinion 
High 
Column 
total 
Chi-Square 
24.15050 
Statistic 
Sex 
Male 
23 
15 
41 
79 
31.5 
Contingency Coefficient 
Female 
107 
15 
50 
172 
68.5 
Value 
.296 
Number of missing observations = 0 
Low = Strongly disagree and disagree 
High = Strongly agree and agree 
Row total 
130 
51.8 
30 
12.0 
91 
36.3 
251 
100.0 
Significance 
.0000 
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Table 5: Cross tabulation of "male is more trustworthy for alcoholic beverages" 
variable by sex variable 
Male more 
trustworthy f 
alcoholic bevera 
or 
ges 
Count 
Low 
No Opinion 
High 
Column 
total 
Chi-Square 
30.78650 
Statistic 
Sex 
Male 
18 
15 
46 
79 
31.5 
Contingency Coefficient 
Female 
96 
34 
42 
172 
68.5 
D.F. 
3 
Value 
.331 
Number of missing observations = 0 
Low = Strongly disagree and disagree 
High = Strongly agree and agree 
Row total 
114 
45.4 
49 
19.5 
88 
35.1 
251 
100.0 
Significance 
.0000 
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Table 6 
A male spokesperson is more trustworthy than a female spokesperson in 
representing financial institutions 
Value Label 
No Answer 
Strongly Disagree 
Disagree 
No Opinion 
Agree 
Strongly Agree 
Mean 2.135 
Table 7 
Value 
0 
1 
2 
3 
4 
5 
Total 
Std Dev. .861 
Frequency Percent 
1 .4 
49 19.5 
140 55.8 
39 15.5 
20 8.0 
2 .8 
251 100.0 
Variance .742 
A male spokesperson is more believable than a female spokesperson in 
representing financial institutions 
Value Label 
No Answer 
Strongly Disagree 
Disagree 
No Opinion 
Agree 
Strongly Agree 
Mean 2.761 
Value 
0 
1 
2 
3 
4 
5 
Total 
Std. Dev. 1.183 
Frequency Percent 
1 .4 
32 12.7 
97 38.6 
30 12.0 
78 31.1 
13 5.2 
251 100.0 
Variance 1.399 
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Table 8 
A male spokesperson is more trustworthy than a female spokesperson in 
representing alcoholic beverages 
Value Label 
No Answer 
Strongly Disagree 
Disagree 
No Opinion 
Agree 
Strongly Agree 
Mean 2.849 
Value 
0 
1 
2 
3 
4 
5 
Total 
Std. Dev. 1.096 
Frequency Percent 
1 .4 
21 8.4 
92 36.7 
49 19.5 
77 30.7 
11 4.4 
251 100.0 
Variance 1.201 
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With regard to hypothesis number two that states men and women find 
a female spokesperson more credible than a male in representing hygiene 
products, the credibility variable was again measured by trustworthiness and 
believability. The trustworthy variable showed an association that was 
significant when cross tabulated with the sex variable (see Table 9). A 
majority, 78.8% of the sample, agreed that a female spokesperson was more 
trustworthy than a male spokesperson for hygiene products, thus supporting 
the hypothesis. This portion of the sample separated into 73% (58 of 79) of the 
males and 81 % (140 of 172 ) of the females sampled in agreement. When 
cross tabulating the believability variable for hygiene product spokespeople 
with the sex variable, the majority of the sample, 63.7% (45 of 79 males and 
115 of 172 females), was in agreement, which would indicate support, but the 
test showed no significance (see Table 10). 
When discussing hypothesis number three that states men find ads 
portray them as making important decisions, doing important things, being 
executives, and being portrayed accurately, one statistically significant test 
resulted when each variable, 1) ads show men make important decisions, 2) 
ads show men do important things, 3) ads show men being executives, and 4) 
ads show men being portrayed accurately, was crosstabulated with the gender 
variable. When the "ads show men do important things" variable was 
cross tabulated with the sex variable, a significant positive association resulted 
where 82% of the males (65 of 79) sampled agreed, and 88% of the females (152 
of 172) sampled agreed (see Table 11). This significant table supports the 
hypothesis. But with only one table out of four showing statistical 
41 
Table 9: Crosstabulation of "females are more trustworthy for hygiene pro-
ducts" variable by sex variable 
Females are more 
trustworthy for 
hygiene products 
Count 
Low 
No Opinion 
High 
Column 
total 
Chi-Square 
8.32279 
Statistic 
Sex 
Male 
5 
16 
58 
79 
31.5 
Contingency Coefficient 
Female 
18 
14 
140 
172 
68.5 
D.F. 
3 
Value 
.179 
Number of missing observations = 0 
Low = Strongly disagree and disagree 
High = Strongly agree and agree 
Row total 
23 
9.2 
30 
12.0 
198 
78.9 
251 
100.0 
Significance 
.0398 
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Table 10: Cross tabulation of "females are more believable for hygiene products" 
variable by sex variable 
C ount 
Females are more 
believable for L 
hygiene products 
ow 
N o Opinion 
Hi 'gh 
Column 
total 
Chi-Square 
3.59459 
Statistic 
Sex 
Male 
18 
16 
45 
79 
31.5 
Contingency Coefficient 
Female 
33 
24 
115 
172 
68.5 
D.F. 
3 
Value 
.119 
Number of missing observations = 0 
Low = Strongly disagree and disagree 
High = Strongly agree and agree 
Row total 
51 
20.3 
40 
15.9 
160 
63.7 
251 
100.0 
Significance 
.3087 
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Table 11: Crosstabulation of "ads show men do important things" variable by 
sex variable 
Ads show men do 
important things 
Count 
Low 
No Opinion 
High 
Column 
total 
Chi-Square 
9.47815 
Statistic 
Sex 
Male 
1 
13 
65 
79 
31.5 
Contingency Coefficient 
Female 
10 
10 
152 
172 
68.5 
D.F. 
2 
Value 
.191 
Number of missing observations = 0 
Low = Strongly disagree and disagree 
High = Strongly agree and agree 
Row total 
11 
4.4 
23 
9.2 
217 
86.5 
251 
100.0 
Significance 
.0087 
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significance, the hypothesis was not fully supported. With regard to the 
variables "ads show men make important decisions" and "ads show men as 
executives," 87% (69 of 79) and 81 % (64 of 79) of the males sampled, 
respectively, agreed yet neither test showed significant results (see Tables 12 
and 13). When the "ads show men as they really are" variable was 
cross tabulated with the gender variable, the results showed that the 74% (59 of 
79) of the males sampled disagreed, but the test had no statistical significance 
(see Table 14). 
With hypothesis number four that states women do not believe that 1) 
ads portray them making important decisions, 2) doing important things, or 
3) being portrayed accurately, and they do believe that 4) ads portray them as 
belonging in the home, two of the four resulting tables showed significance 
when the variables were cross tabulated with the gender variable but did not 
support the hypothesis. When responding to the statement "ads show that 
women make important decisions," 54% of the females (93 of 172) sampled 
agreed that ads do show women making important decisions, while 54% of 
the males (43 of 79) sampled disagreed with the statement (see Table 15). 
When posed with the statement "ads show women do important things," 
44% of the females sampled (76 of 172) agreed with the statement, and 53% of 
the males sampled (42 of 79) disagreed (see Table 16). 
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Table 12: Crosstabulation of "ads show men make important decisions" variable 
by sex variable 
Ads showmen 
make importan 
decisions 
t 
Count 
Low 
No Opinion 
High 
Column 
total 
Chi-Square 
.93579 
Statistic 
Sex 
Male 
4 
6 
69 
79 
31.5 
Contingency Coefficient 
Female 
6 
9 
157 
172 
68.5 
D.F. 
2 
Value 
.061 
Number of missing observations = 0 
Low = Strongly disagree and disagree 
High = Strongly agree and agree 
Row total 
10 
4.0 
15 
6.0 
226 
90.0 
251 
100.0 
Significance 
.6263 
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Table 13: Crosstabulation of "ads show men as executives" variable by sex 
variable 
Ads show men a 
executives 
.. 
Count 
Low 
No Opinion 
High 
Column 
total 
Chi-Square 
5.57926 
Statistic 
Sex 
Male 
9 
6 
64 
79 
31.5 
Contingency Coefficient 
Female 
8 
7 
157 
172 
68.5 
D.F. 
2 
Value 
.147 
Number of missing observations = 0 
Low = Strongly disagree and disagree 
High = Strongly agree and agree 
Row total 
17 
6.8 
13 
5.2 
221 
88.0 
251 
100.0 
Significance 
.0614 
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Table 14: Crosstabulation of "ads show men as they really are" variable by sex 
variable 
.~ Ads show men a 
they really are 
Count 
Low 
No Opinion 
High 
Column 
total 
Chi-Square 
.21753 
Statistic 
Sex 
Male 
59 
11 
9 
79 
31.5 
Contingency Coefficient 
Female 
133 
21 
18 
172 
68.5 
Value 
.029 
Number of missing observations = 0 
Low = Strongly disagree and disagree 
High = Strongly agree and agree 
Row total 
192 
76.5 
32 
12.7 
27 
10.8 
251 
100.0 
Significance 
.8969 
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Table 15: Crosstabulation of "ads show women make important decisions" 
variable by sex variable 
Ads show 
women make 
important 
decisions 
Count 
High 
No Opinion 
Low 
Column 
total 
Chi-Square 
14.40968 
Statistic 
Sex 
Male 
43 
13 
23 
79 
31.5 
Contingency Coefficient 
Female 
56 
23 
93 
172 
68.5 
D.F. 
3 
Value 
.233 
Number of missing observations = 0 
High = Strongly disagree and disagree 
Low = Strongly agree and agree 
Row total 
99 
39.4 
15 
14.3 
116 
46.2 
251 
100.0 
Significance 
.0024 
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Table 16: Crosstabulation of "ads show women do important things" variable by 
sex variable 
Ads show women 
do important 
things 
Count 
High 
No Opinion 
Low 
Column 
total 
Chi-Square 
7.08103 
Statistic 
Sex 
Male 
42 
16 
21 
79 
31.5 
Contingency Coefficient 
Female 
69 
27 
76 
172 
68.5 
D.F. 
2 
Value 
.166 
Number of missing observations = 0 
High = Strongly disagree and disagree 
Low = Strongly agree and agree 
Row total 
III 
44.2 
43 
17.1 
97 
38.6 
251 
100.0 
Significance 
.0290 
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Hypothesis number five states that students with more 
education/ experience in advertising and marketing have more liberal (less 
traditional) attitudes toward the role portrayal of a spokesperson, and 
students with less or no education/experience in advertising and marketing 
have more stereotypical (more traditional) attitudes toward the role portrayal 
of a spokesperson. This hypothesis was tested with the use of more variables 
than the other four hypotheses. The perceived role portrayal for this 
hypothesis was examined in two parts. One part utilized the role portrayal 
statements that have already been discussed to some extent. These statements 
were cross tabulated with sex while controlling for experience and will be 
discussed later in the chapter. The other part of the role portrayal dealt with 
statements regarding the three product categories and whether each 
spokesperson was perceived as aggressive for that product or traditional for 
that product. When responding to statements concerned with traditional and 
aggressive roles in representing products, a majority of the sample, 83.2%, saw 
women as traditional spokespeople for hygiene products (a combination of 
the agree and strongly agree categories-see Table 17), and 50.2% agreed (a 
combination of the agree and strongly agree categories) it was aggressive for a 
male to represent hygiene products. Furthermore, when asked about females 
as traditional spokespeople for hygiene products, 26.7% of the sample (over a 
quarter of the sample) had no opinion toward a male spokesperson as being 
aggressive for hygiene products (see Table 18). 
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Table 17 
A female spokesperson is traditional in representing hygiene products 
Value Label 
Strongly Disagree 
Disagree 
No Opinion 
Agree 
Strongly Agree 
Mean 3.896 
Table 18 
Value 
1 
2 
3 
4 
5 
Total 
Std. Dev . . 818 
Frequency Percent 
4 1.6 
18 7.2 
20 8.0 
167 66.5 
42 16.7 
251 100.0 
Variance .669 
A male spokesperson is aggressive in representing hygiene products 
Value Label 
No Answer 
Strongly Disagree 
Disagree 
No Opinion 
Agree 
Strongly Agree 
Mean 2.665 
Value 
0 
1 
2 
3 
4 
5 
Total 
Std. Dev . . 984 
Frequency Percent 
1 .4 
19 7.6 
107 42.6 
67 26.7 
50 19.9 
7 2.8 
251 100.0 
Variance .968 
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Eighty percent of those sampled agreed (a combination of the agree and 
strongly agree categories) that a male spokesperson was traditional in 
representing financial institutions, and 72.2% agreed (a combination of the 
agree and strongly agree categories) that males were traditional in 
representing alcoholic beverages. Forty-nine percent of the sample felt it was 
not aggressive for a female to represent a financial institution (see Tables 19 
and 20). 
Each product category was represented by a traditional (stereotypical) and 
aggressive (non-stereotypical) statement. The six statements on the 
questionnaire were treated as separate variables: 1) I find a female 
spokesperson traditional in representing hygiene products, 2) I find a male 
spokesperson aggressive in representing hygiene products, 3} I find a male 
spokesperson traditional in representing financial institutions, 4) I find a 
female spokesperson aggressive in representing financial institutions, 5) I 
find a male spokesperson traditional in.representing alcoholic beverages, and 
6) I find a female spokesperson aggressive in representing alcoholic beverages. 
Each of these statements was crosstabulated with the sex variable, while 
controlling for experience. This resulted in eighteen individual tests or three 
tests (one for each experience/education level) for each variable. Eight of the 
tests showed statistically significant results and did support hypothesis 
number five. Although some tests showed significance, most of the tables 
were invalid, due to the probability of five or fewer in some of the cells. With 
the variable "females are aggressive in representing financial institutions," 
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Table 19 
A male spokesperson is traditional in representing financial institutions 
Value Label 
Strongly Disagree 
Disagree 
No Opinion 
Agree 
Strongly Agree 
Mean 3.797 
Table 20 
Value 
1 
2 
3 
4 
5 
Total 
Std. Dev . . 850 
Frequency Percent 
5 2.0 
23 9.2 
22 8.8 
169 67.3 
32 12.7 
251 100.0 
Variance .723 
A female spokesperson is aggressive in representing financial institutions 
Value Label 
No Answer 
Strongly Disagree 
Disagree 
No Opinion 
Agree 
Strongly Agree 
Mean 2.713 
Value 
0 
1 
2 
3 
4 
5 
Total 
Std. Dev. 1.068 
Frequency Percent 
1 .4 
28 11.2 
96 38.2 
46 18.3 
77 30.7 
3 1.2 
251 100.0 
Variance 1.141 
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there was no apparent difference in opinion among the three 
education/ experience levels, but the percentage of those disagreeing with the 
statement (having a less traditional attitude) increased as the 
experience/ education level increased. The overall increase was 3.3%, but 
only two of the three (tables 21 and 23) tables showed significance (see Tables 
21,22, and 23). The variable "females are aggressive in representing alcoholic 
beverages" showed nearly the same results as the previously mentioned 
variable. Again the percentage of respondents disagreeing increased as the 
education/ experience level increased. The increase was 9.8%, but only one of 
the three tables (table 26) showed significance (see Tables 24, 25, and 26). 
In addition to the traditional/ aggressive statements, role portrayals were 
divided into statements pertaining to male and female roles in print 
advertisements. The statements represented both traditional and non-
traditional attitudes of spokesperson roles (see the appendix for the complete 
list of statements). Some of the statements included: "ads show men as they 
really are," "ads portray women accurately," "ads show that men make 
important decisions," "ads show that women do important things," "ads 
show that a woman's place is in the home," "and ads show men as 
executives." A majority of the sample said that ads do not portray men or 
women accurately. A majority of the sample also agreed that ads show that 
men do important things and ads show men as executives, but less than half 
agreed that ads show that women do important things. 
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Table 21: Crosstabulation of "females are aggressive in representing financial 
institutions" variable by sex variable controlling for experience 
Experience level 1 
Females 
aggressive for 
financial 
institutions 
Count 
Low 
No Opinion 
High 
Column 
total 
Chi-Square 
14.95593 
Statistic 
Sex 
Male 
13 
18 
13 
44 
36.7 
Contingency Coefficient 
Female 
D.F. 
3 
45 
11 
20 
76 
63.3 
Value 
.333 
Number of missing observations = 0 
Low = Strongly disagree and disagree 
High = Strongly agree and agree 
Row total 
58 
48.3 
29 
24.1 
33 
27.5 
120 
100.0 
Significance 
.0019 
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Table 22: Cross tabulation of "females are aggressive in representing financial 
institutions" variable by sex variable controlling for experience 
Experience level 2 
Females 
aggressive 
for financial 
institutions 
Count 
Low 
No Opinion 
High 
Column 
total 
Chi-Square 
3.00574 
Statistic 
Sex 
Male 
9 
9 
18 
26.1 
Contingency Coefficient 
Female 
25 
7 
19 
51 
73.9 
Value 
.204 
Number of missing observations = 0 
Low = Strongly disagree and disagree 
High = Strongly agree and agree 
Row total 
34 
49.3 
7 
8.7 
28 
40.6 
69 
100.0 
Significance 
.2225 
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Table 23: Cross tabulation of "females are aggressive in representing financial 
institutions" variable by sex variable controlling for experience 
Experience level 3 
Females 
aggressive 
for financial 
institutions 
Count 
Low 
No Opinion 
High 
Column 
total 
Chi-Square 
19.40009 
Statistic 
Sex 
Male 
2 
8 
7 
17 
27.4 
Contingency Coefficient 
Female 
30 
3 
12 
45 
72.6 
Value 
.488 
Number of missing observations = 0 
Low = Strongly disagree and disagree 
High = Strongly agree and agree 
Row total 
32 
51.6 
11 
17.7 
19 
30.6 
62 
100.0 
Significance 
.0001 
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Table 24: Cross tabulation of "females are aggressive in representing alcoholic 
beverages" variable by sex variable controlling for experience 
Experience level 1 
Females 
aggressive 
for alcoholic 
beverages 
Count 
Low 
No Opinion 
High 
Column 
total 
Chi-Square 
3.67840 
Statistic 
Sex 
Male 
17 
14 
13 
44 
36.7 
Contingency Coefficient 
Female 
D.F. 
2 
39 
13 
24 
76 
63.3 
Value 
.172 
Number of missing observations = 0 
Low = Strongly disagree and disagree 
High = Strongly agree and agree 
Row total 
56 
46.7 
27 
22.5 
37 
30.8 
120 
100.0 
Significance 
.1589 
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Table 25: Cross tabulation of "females are aggressive in representing alcoholic 
beverages" variable by sex variable controlling for experience 
Experience level 2 
Females 
aggressive 
for alcoholic 
beverages 
Count 
Low 
No Opinion 
High 
Column 
total 
Chi-Square 
.78674 
Statistic 
Sex 
Male 
7 
5 
6 
18 
26.1 
Contingency Coefficient 
Female 
D.F. 
2 
26 
11 
14 
51 
73.9 
Value 
.106 
Number of missing observations = 0 
Low = Strongly disagree and disagree 
High = Strongly agree and agree 
Row total 
33 
47.8 
16 
23.2 
20 
29.0 
69 
100.0 
Significance 
.6748 
60 
Table 26: Cross tabulation of "females are aggressive in representing alcoholic 
beverages" variable by sex variable controlling for experience 
Experience level 3 
Females 
aggressive 
for alcoholic 
beverages 
Count 
Low 
No Opinion 
High 
Column 
total 
Chi-Square 
6.97559 
Statistic 
Sex 
Male 
5 
5 
7 
17 
27.4 
Contingency Coefficient 
Female 
30 
6 
9 
45 
72.6 
Value 
.318 
Number of missing observations = 0 
Low = Strongly disagree and disagree 
High = Strongly agree and agree 
Row total 
35 
56.5 
11 
17.7 
16 
35.8 
62 
100.0 
Significance 
.0306 
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Crosstabulation of the item regarding attitudes that advertisements show 
women make important decisions with sex, while controlling for experience, 
produced one significant result (Table 27) among the three 
experience/ education levels, but it did not support hypothesis number five 
because there was no difference of opinion among the education levels with 
reference to education or experience (see Table 27, 28, and 29). 
Crosstabulation of the items regarding mens' roles in advertisements 
produced no significant results. Comparison of the percentages of males and 
females in agreement and disagreement with reference to experience showed 
no difference in opinions among the experience levels. 
By looking at the results, none of the hypotheses were fully supported. It 
would appear that attitudes regarding female spokesperson credibility in 
representing hygiene products had an effect when viewing print 
advertisements. It would not be appropriate to say that perceived role 
portrayal had no effect, but the hypotheses regarding role portrayal were not 
fully supported. 
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Table 27: Crosstabulation of "ads show women make important decisions" 
variable by sex variable controlling for experience 
Experience level 1 
Women 
makes importan 
decisions 
Count 
tHigh 
No Opinion 
Low 
Column 
total 
Chi-Square 
10.86342 
Statistic 
Sex 
Male 
25 
6 
13 
44 
36.7 
Contingency Coefficient 
Female 
D.F. 
3 
23 
11 
42 
76 
63.3 
Value 
.288 
Number of missing observations = 0 
High = Strongly disagree and disagree 
Low = Strongly agree and agree 
Row total 
48 
40.0 
17 
14.1 
55 
45.8 
120 
100.0 
Significance 
.0125 
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Table 28: Crosstabulation of "ads show women make important decisions" 
variable by sex variable controlling for experience 
Experience level 2 
Women make 
important 
decisions 
Count 
High 
No Opinion 
Low 
Column 
total 
Chi-Square 
3.13020 
Statistic 
Sex 
Male 
9 
3 
6 
18 
26.1 
Contingency Coefficient 
Female 
D.F. 
3 
17 
6 
28 
51 
73.9 
Value 
.208 
Number of missing observations = 0 
High = Strongly disagree and disagree 
Low = Strongly agree and agree 
Row total 
26 
37.7 
9 
13.0 
34 
49.3 
69 
100.0 
Significance 
.3720 
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Table 29: Cross tabulation of "ads show women make important decisions" 
variable by sex variable controlling for experience 
Experience level 3 
Women make 
important 
decisions 
Count 
High 
No Opinion 
Low 
Column 
total 
Chi-Square 
3.87567 
Statistic 
Sex 
Male 
9 
4 
4 
17 
27.4 
Contingency Coefficient 
Female 
D.F. 
2 
16 
6 
23 
45 
72.6 
Value 
.243 
Number of missing observations = 0 
High = Strongly disagree and disagree 
Low = Strongly agree and agree 
Row total 
25 
40.3 
10 
16.1 
27 
43.5 
62 
100.0 
Significance 
.1440 
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CONCLUSIONS 
From this study it would appear as though the conclusions from earlier 
studies may not hold true. The results show that men and women do not 
have traditional and stereotypical attitudes toward spokespeople of 
traditionally male products. The results of the cross tabulations indicated that 
males are viewed as traditional in representing financial institutions and 
alcoholic beverages, but they are not necessarily more credible than females as 
spokespeople in representing financial institutions and alcoholic beverages. 
The results indicate that both males and females have traditional 
attitudes regarding spokespeople for hygiene products. A majority of the 
subjects agreed that a female spokesperson was more credible (trustworthy 
and believable) than a male spokesperson in representing hygiene products. 
A majority of the sample felt that females were traditional spokespeople for 
hygiene products, and half of the sample agreed that it was aggressive for a 
male spokesperson to represent hygiene products. 
In regard to perceived role portrayal, hypotheses three and four were not 
fully supported. The results indicated that both men and women agree that 
male spokespeople were portrayed accurately and favorably in print 
advertisements. When testing the hypothesis that concentrated on female 
role portrayals, the results did not support the hypothesis. The results 
indicated that females agreed that advertisements portray them accurately 
and favorably while males disagreed. 
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When experience and education were considered, there was not a 
significant increase of liberal (less traditional) attitudes with an increase in 
education/ experience level. The increases were small, and tests were not 
significant across all three education/experience levels which indicated that 
education and experience of the respondent had no effect on attitudes toward 
the spokesperson in a print advertisement. This hypothesis was included 
because it was expected that education and/ or experience would condition the 
attitudes of the respondents. 
The results of this Sh.~dy differed from past studies. Because the 
methodologies of past studies and this study were different, the results cannot 
be compared directly. The content analyses of Courtney and Lockeretz (1971), 
Belkaoui and Belkaoui (1974), and Erving Goffman (1979) were measuring 
advertisers' opinion of what they thought readers expected to see and not the 
opinion of the reader. The ads from these analyses showed that women 
belong in the home, women need men when purchasing big ticket items, 
men are executives, and men make important decisions. Other studies such 
as those reported by Alreck, Settle, and Belch (1982) and Leigh, Whitney, and 
Rethans (1987) used ads that were created specifically for their studies. Using 
this technique, they controlled for things such as copy, photo size, color, and 
headline. They measured attitudes for one specific product and found that 
men are reluctant to use a product targeted at women. 
This study showed that men and women don't necessarily have a 
difference of opinion regarding a spokesperson when it comes to financial 
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institutions or alcoholic beverages. They do, however, have a definite 
opinion regarding females as spokespeople for hygiene products. Although 
all three product categories were chosen because they are used by both 
genders, it would appear from this study that financial institutions and 
alcoholic beverages are considered to be gender neutral (the person in the 
picture does not have an effect), while hygiene products (for this study 
toothpaste and contact lens solution) are still considered feminine (the person 
in the picture does have an effect) in regards to hygiene products. 
Future study of this topic should include a larger, more representative 
sample. If existing ads are used, a content analysis of advertisements should 
be undertaken in order to have a representative sample of actual ads. Using a 
sample of ads that the respondents see every day would yield usable results 
for advertisers and those using spokespeople to represent products or 
services. If ads are to be created, professional ads should be used. Both 
techniques have advantages and disadvantages. Advantages of using existing 
ads are, 1) this method is less costly and 2) has the feeling of realness. The 
disadvantages of this method are 1) loss of control over content, size, and 
style of the copy; 2) loss of control over headline size and style, and 3) loss of 
control over the size, shape, and placement of the picture. These 
disadvantages become advantages,when creating ads for a study. A researcher 
can manipulate any or all of these items in the study. The disadvantage to 
creating ads is the cost. This topic could also be studied using radio and 
television ads because ads are created for the medium through which they'll 
be seen. 
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APPENDIX: QUESTIONNAIRE 
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Dear Participant, 
Thank you for taking part of your class time to complete this questionnaire. The 
information is being gathered as part of a study to determine the spokesperson 
effectiveness in a magazine ad. The results obtained here will be used to com-
plete a master's thesis. 
Please don't put your name anywhere on the form. Your name is not asked for in 
order to keep results confidential. I am the only one who will see the answers 
you give and will keep them in a sealed envelope until I enter them into the com-
puter. 
Thank you again for your time! 
Lisa M. Stephany 
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!suming the spokesperson pictured is the source of the ad, answer the following by circling the response that 
atches, or closely matches, your opinion. Please feel free to flip to the ads attachedto the back of this questionnaire. 
Strongly Agree No Disagree Strongly 
Agree Opinion Disagree 
1. I find a male spokesperson to be trustworthy for any ad that SA A N 0 SO 
I see. 
2. I find a female spokesperson to be trustworthy for any ad SA A N 0 SO 
that I see. 
3. I find a female to be trustworthy in representing hygiene SA A N 0 SO 
products. 
4. I do not feel a female spokesperson is trustworthy in SA A N 0 SO 
representing a financial service institution. 
5. I feel a male spokesperson is more trustworthy than a 
female spokeperson in representing alcoholic bever- SA A N 0 SO 
ages. 
6. I find a male spokesperson to be more believable than a 
female spokesperson in representing financial service SA A N 0 SO 
institutions. 
7. I find a female spokesperson to be more believable than a SA A N 0 SO 
male spokesperson in representing hygiene products. 
8. I find a male spokesperson to be more believable than a 
female spokesperson in representing alcoholic bever- SA A N 0 SO 
ages. 
9. I find it aggressive for a female spokesperson to represent SA A N 0 SO 
a financial service institution. 
10. I find it traditional for a male spokesperson to represent a SA A N 0 SO 
financial service institution. 
11. I find it aggressive for a male spokesperson to represent SA A N 0 SO 
hygiene products. 
12. I find it traditional for a female spokesperson to represent SA A N 0 SO 
hygiene products. 
13. I find it aggressive for a male spokesperson to represent SA A N 0 SO 
alcoholic beverages. 
14. I find it traditional for a male spokesperson to represent SA A N 0 SO 
alcoholic beverages. 
15. I find it aggressive for a female spokesperson to represent SA A N 0 SO 
alcoholic beverages. 
16. I find it traditional for a female spokesperson to represent SA A N 0 SO 
alcoholic beverages. 
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~okepeople are placed in advertisements to portray certain roles. Please answer the following. Again, please feel 
Ie to flip to the ads attached to the back of this questionnaire. 
19. 
20. 
21. 
22. 
23. 
24. 
25. 
26. 
27. 
28. 
29. 
30. 
31. 
32. 
Strongly Agree No Disagree 
Agree Opinion 
Ads show men as they really are. SA A N 0 
Ads accurately portray women in most of their daily 
activities. SA A N 0 
Ads suggest that women make important decisions. SA A N D 
Ads suggest that men do important things. SA A N 0 
Ads suggest that women do important things. SA A N 0 
Ads suggest that a woman's place is in the home. SA A N 0 
Ads suggest that men are executives. SA A N 0 
Ads suggest that men make important decisions. SA A N 0 
How old are you? 
What is your classification? D freshman D sophomore D junior D senior 
What class are you answering this survey in? 
Are you D male D female? 
What is your major? 
What advertising, marketing, or public relations classes have you had? 
Thank you for your time in filling out this survey! Your answers will be kept 
confidential, and your name will never appear anywhere. 
Strongly 
Disagree 
SO 
SD 
SD 
SO 
SO 
SO 
SD 
SD 
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"Our salesman comes in with 
a $500,000 order and all he can 
see is a new Jaguar in his driveway. 
"I nm a D&B and find out the 
customers in over his head. 
"The salesman starts screaming 
that 1 cost him his car. What 
1 really did was save his house.' 
Credit decisions aren't always popular, but they're never unim-
portant. Nobody knows that better than Dun & Bradstreet, which 
is why we offer you the biggest, most accurate business database 
there is. \\e track the creditworthiness of millions of businesses, 
and we update our files nearly 500,000 times a day 
What's more, we deliver reports by phone, by fax, by modem, 
by mail, even on a compact disk. And if you need spedal help, like 
customized reports, computer modeling or a consultants analysis, 
we have it for you. Du n & B- [ ':ldstreer-' 
Your decisions aren't always good news. But they can always . . . a . - .. 
come from good information. Maybe thats why more credit people The fIne art of managIng nsk. 
call D&B than any other source. 
Dun & Bradstreet Busilless credrt 5ervJa:s 
UBk"'ill:'""':"""'""""""", 
'1\t first blush, some accounts 
look just awful. But if you read 
your D&B right,you can find hope. 
"You can see that maybe, if 
you're patient, you can turn 
a shaky customer into a great one. 
"Its the difference between 
avoiding risk and finding risks 
worth .~' . 
Nobody's in business to turn away customers, and that's what 
makes credit decisions so tricky As often as possible you want to 
say yes, but good risks don't always jump out at you . 
That's why Dun &: Bradstreet offers such depth. Beyond raw 
numbers, we calculate ratings, indexes and trends. Beyond basic 
reports, we offer custom formats , analysis, and computer model-
ing. Beyond how a business runs, we'll give you details about who's 
running it Dun & B""~dst~eet 
More ilian any other source, we take you below the surface. ~ . . Cia ' i. . 
Because sometimes, that's where the gold is. The £Ine art of managIng nsk. 
Dun & Bradstreet BusIness credit servICeS 
BB~~':'rmcorpor3llOn 
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"I'm 30,000 feet over Nebraska 
and the guy next to me sounds 
like a prospect. I figure I'll buy hhn 
a drink, but first I excuse myself 
and go to the phone. 
"I call D&B for his companys 
credit rating. Three minutes later 
I'm back in my seat buyjng 
a beer for my new best friend:' 
Pursuing a new client takes time and money Before you invest 
either, shouldn't you at least find out if the company pays its bills? 
A quick call to Dun &: Bradstreet can tell you that, and more. 
Along with a record of acrual payment experiences, you can get 
insights into the company's history and, in many cases, check re-
cent financial statements. ~ 
. What's more, you can have all ~ helpful information for as Du n & Bradstreet 
little as $22, or less than a modest busmess lunch. 
So before you call a restaurant, call D&:B. We'll tell you if you The fine an of managing risk. 
should have reservations. 
Dun & Bradstreet BusIness credrt SCrvJces 
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"Credit managers dont like 
to break hearts, out sometimes our 
sales people just ask for it. They 
m their hopes on a new acCOlUlt, 
en later die ask me for a D&B. 
"Thats too teo 
"I tell them, 'Customers are 
like sweethearts. Learn all 
you can before you get involved:" 
Blind dating is-one thing, but new business requires that your 
eyes be wide open, and right from the start. Which makes that the 
right time to call Dun & Bradstreet. 
We have up-to-date credit reports on millions of American busi-
nesses, and we'll send them to you for as little as 522 each. You'll learn 
how a prospect pays its bills, based on actual payment experiences. You 
can also get insights into the company's history and, in many cases, . '...l. 
check recent finanCIal statements. rlJ ! n' .&: nD~ r"l{~ ~~;rep.l 
N b · .. I . b £ . l.../ ~.l ~ J ,,~~ -"" & '"' ew usmess 15 a rea commItment, so e ore you start woomg, h f' f " k 
make sure it's worth winning. Call D&B. The sooner the better. T e Ine an 0 managIng ns . 
Dun & Bradstreet 8usmess credrt 5ervla:s 
BB~~~~ 
Seagram's Seven Crown America's Good Time Spirit. 
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-The ColsateWisdom Tooth 
-.~ -. 
Ahh, the clean sensation of brushing your teeth. Wouldn't it be great 
if that feeling could last longer than the few moments it took to achieve iti~ .... , .. 
With Colgate Tartar Control toothpaste, it can. Colgate is'-', '~ , 
the wise choice because it helps you .fight tartar and feel it. Colgate helps to keep ' .. ~ ~ 
your teeth cleaner and smoother, and gives your mouth an incredibly 
fresh tingle. It's a breathtaking feeling, noticeably fresher than you may be used to. 
And best of all, it lasts even after you brush. 
So make the wise choice. Fight tartar with Colgate. And freshness will 
be more than just a memory. 
[ ~ j"COlgate has been shown to be an effective decay·preventive dentifrice that can be of significant value when used in a conscientiously applied program of oral hygiene and 
:.:.:.;;'.. regular professional care. Colgate Tartar Control has been shown to reduce the formation of tartar above the gum line, but has not been shown to have a therapeutic effect on 
=- periodontal diseases."-Council on Dental Therapeutics·American Dental Association. Colgate Tartar Control Toothpaste with fluoride. ©1989 Colgate·Palmolive Co. 
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"I NEED PROTEIN. 
MY CONTACT LENSES DON'T." 
"When my doctor told me ReNu~ Enzymatic removes 
more protein than any other weeldy cleaner, I switched. 
"Because when there's less protein, there's less chance of 
irritation. Besides my lenses just feel cleaner, more comfortable. 
ReNu also saves me time. Because ReNu Effervescent works 
in just 15 minutes. And my friends who use ReNu Thermal say 
it cleans during heat disinfection in one step. 
"Since I started using ReNu Enzymatic, I know I'll never use 
another brand." 
Effervescent 
Enz,}matic 
Contact lens Cleaner 
... -~-­.-"t -.. ,~"" .. • ; '., 
ReNumakes 
caring for contacts 
easier than ever. 
